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Abstract. Vegetables are important source of vitamins and minerals which are benefit for the
body. Vegetables can be obtained easily and cheaply in various places, however based on Basic
Health Research Data (Riskesdas) 2013, the national average of vegetables consumption (93.5 %)
categorized as low. There are many factors that influence the purchase of vegetables, including the
attitude towards vegetables. Attitude towards the vegetables attributes may vary due to the
evaluation (expectations before purchasing vegetables) and belief (responses after consuming
vegetables) of the product atrributes. This study aims to identify the characteristics of vegetables’
consumers, to determine the consumers' attitudes toward vegetables, and to identify and analyze
the attributes that influence consumers’ in purchasing vegetables. The method of this research was
descriptive with conventional / accidental sampling method. Samples of this research were
consumers who purchase vegetables at Yogyakarta Traditional Market. Data were analyzed using
descriptive analysis and fishbein multi attribute analysis methods. The results show that the
characteristics of vegetables’ consumers were dominated by women, married, advanced education
level, employed with age range of 21-30 years and an average monthly income is Rp 1,000,000 -
Rp. 2,000,000. The results of fishbein multi-attribute analysis show that highest score of the
attribute of evaluation and belief is the benefits of vegetables, which are e i = 4.44 and b i = 4.31
respectively.  This research indicates that the consumers’attitudes on vegetables purchase at
Yogyakarta Traditional Market categorized as good (A0 = 131.995, interval scale : good = 125-
163).
1. Introduction
Consumption of sufficient amounts of vegetables may reduce the risk of some chronic diseases, such
as cancers and cardiovascular diseases (1). This is due to the protective compounds of vegetables such as
fiber, vitamins, potassium, folate, and others phenolic compounds (2). Vegetables also have low calories
therefore it is considered as source for healthy diet. Based on World Health Organization (WHO) it is
recommended to consume 400 grams of vegetables per person per day and based on Balanced Nutrition
Guidelines, the consumption of vegetables should be around 3-4 portion per day (1).
Unfortunately, based on Basic Research Data (3), 93.5 % of population in Indonesia categorized as
having low consumption of vegetables. There are many factors that may influence the consumption of
vegetables, including internal and external factors. External factors are factors that can determine the
interest of consumers to purchase the product which individual behaviour influenced by others. External
factors that may influence consumers behaviour including family members, other people, peers, and
vendors. Attitude is one of internal environmental factors that can affect consumer’s decision to purchase
vegetables (4)and become a better predictor for future behaviour.  Attitude is a consistent reaction or
feedback that is given by consumers, including favourable or unfavourable towards an object.  Attitude of
consumers towards vegetables is based on their assessment of various attributes that attach to the product.
Consumer’s attitude towards the attributes of the product may vary due to the evaluation (expectations
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before purchasing vegetables) and belief (responses after consuming vegetables) of the product’s
attributes. Thus, the aims of this research was to describe characteristics of consumers at Yogyakarta
Traditional Market, to determine what attribute that is considered as important by the consumers, and to
determine the attitude of consumers towards product attributes of vegetables.
2. Methods
This research using descriptive method with survey techniques. The method of this research was
collected the data, processed, and then analyzed the data obtained. The locations of this research were at 6
traditional markets in Yogyakarta. Respondents of this research were consumers at those traditional
markets who were obtained through accidental/convenience sampling method. The number of
respondents of this study were 118 consumers. Data of consumer’s characteristics, attributes product, and
consumer’s attitude were collected by structured interview using questionnaire. Data of consumer’s
characteristics includingsex, marital status, age, education, occupation, and income. Data of attributes
product were collected using questionnaire, including taste, price, benefit, appearance, freshness, shelf-
life, variety, and accessibility. Data of consumer’s evaluation were measured in Likert scale (score 5
‘completely important’, score 4 ‘important’, score 3 ‘neutral’, score 2 ’unimportant’, score 1 ‘completely
unimportant’). Data of consumer’s belief were measured in Likert scale (score 5 ‘completely satisfied’,
score 4 ‘satisfied’, score 3 ‘neutral’, score 2 ’dissatisfied’, score 1 ‘completely dissatisfied’).  Data of
consumer’s attitudewere analyzed using multiattributes fishbein method. Multiattributes fishbein method
indicates that consumer’s attitude towards object discovered through attributes that attached to the
products (5).
3. Results
3.1 Characteristics of Respondents
Table 1. Characteristic of Vegetables’ Consumers at Yogyakarta Traditional Market.
Characteristics of Consumer Categories Percentage (%)
Sex Women
Men
70
30
Marital Status Married
Single
71
29
Age <21
21 – 30
31 – 40
41 – 50
>50
4
28
20
21
27
Education Basic
Advance
30
70
Occupation Employed
Unemployed
53
47
Income <Rp 1,000,000
Rp 1,000,000 – Rp 2,000,000
Rp 2,000,000 – Rp 3,000,000
Rp 3,000,000,00 – Rp 4,000,000
33
44
12
3
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> Rp 4,000,000 8
Based on data at Table 1, it can be seen that the characteristics of consumers at traditional market in
Yogyakarta dominated by women (70%), married (71%) , aged between 21-30 (28%), advanced
education (70%), employed (53%),  and income between Rp 1.000.000 – Rp 2.000.000 per month.
3.2 Consumer’s Attitudes
Table 2. Results of Fishbein's Multi Attribute Analysis on Consumers
Attribute Score Consumers Attitudes
ei bi Ao (ei x bi)
Taste 3,96 3,87 15,3252
Price 4,16 3,89 16,1824
Benefit 4,44 4,31 19,1364
Appearance 3,96 3,90 15,4440
Freshness 4,38 4,17 18,2646
Shelf-life 4,05 3,85 15,5925
Variety 3,95 3,89 15,3655
Accessibility 4,14 4,03 16,6842
Total 131,995
Based on data from Table 2, it shows that the highest score of the product’s attribute of evaluation and
belief is the benefits of vegetables, which are e i = 4.44 and b i = 4.31 respectively.  The result indicates
that the consumer’s attitude on vegetables purchase at Yogyakarta Traditional Market categorized as good
(A0 = 131.995, interval scale : good = 125-163). This value of consumer’s attitude were obtained by
determining the scale of the assessment. Determination of the rating scale is obtained from an interval
scale with calculations:
Interval scale = = 38
Calculation of the interval scale is obtained from the maximum score of the attitude substracted with
minimum score of the attitude. The maximum score was obtained from the multiplication between the
maximum likert value of the level of evaluation, level of belief, and the total number of attributes,
therefore the maximum score is  200 (5x5x8). While the minimum score is obtained from the
multiplication between the minimum likert value of the level of evaluation, level of belief, and the total
number of attributes, thereforethe minimum score is 8 (1x1x8). A value of 5 in the dividing factor is the
Likert scale used. The categories of consumer’s attitude based on the interval scale were:
Table 3. Score Categories of Consumer’s Attitude
Score Category
8-46 Very bad
47-85 Bad
86-124 Normal
125-163 Good
154-200 Very Good
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4. Discussion
These research findings indicate that there are some prominentcharacteristics of respondents that may
related to the attitude towards purchasing vegetables. Majority of the respondents are married women.
Mootherhood plays a role as an important contributor for making a decision for the home food
environment (6), therefore the attitude of mother towards the attributes of vegetables will influence the
purchasing of those products. Usually, mother will choose to purchase products that may protect the
health of the family by planning and budgeting for healthy meals (6). Respondents of this study also
dominated by people with advanced education. People with higher education are tend to have more
knowledge and information about the benefits and positive aspects of vegetables consumption, and this
will shape a positive attitude towards consumption of vegetables (7). Majority of the consumers have
middle income, therefore they can access and afford to buy vegetables.
There are 8 attributes that attach to the vegetables, including taste, price, benefit, appearance,
freshness, shelf-life, variety, and accessibility. Based on observation at the traditional market, vegetables
is a commodity that is easy to access with affordable price. In Indonesia, there is a great variety of
vegetables due to the wide range of agroecological areas (8). Vegetables categorized as perishable food
with short shelf-life. However, vegetables that are sold at traditional market still in a fresh condition since
the product passed a short supply chain until arrived at the consumers.
Based on the data from evaluation and belief of the consumers, the attribute that is considered
important by consumers is attribute of benefit. Attribute of benefit may influence the consumers to eating
vegetables more even though the sensory of vegetables is unattractive (7). Vegetables is known as a good
source of bioactive compounds. Vegetables also contain of low density energy and high amount of fiber
which have beneficial effect to the body. High consumption of vegetables is beneficial for health and this
become potential public health importance (9). Consume high amount of vegetables is one of preventive
strategies to reduce the risks of some chronic diseases such as cancer, cardiovascular diseases, stroke, and
other diseases related to aging (10). Consuming high amount of vegetables become an effective strategy
to prevent the occurrence of some chronic disease.
Based on analysis with fishbein multiattribute, it is determined that respondents have positive attitude
towards attributes which are attached to the vegetables. Attitude as one of internal environmental factors
may become an essential and important predictor for future behaviour of consumer (7). Product attribute
that attached to vegetables may affect the behaviour of consumers to purchase and then consume
vegetables (4). This proving that consumers purchase vegetables in a good attitude.
There are some components of attitudes, including cognitive component (knowledge), beliefs,
affective or emotional component about the product, and behavioural tendencies toward an object (11).
Respondents belief in the importance of the benefit of the vegetables to prevent some diseases. The
combination of positive attitude and belief may influence the behaviour of vegetables consumption (7).
Besides attitude and belief, the behaviour of consumers also influenced by external factors, including
family members, others, peer friend, and salesperson. Family members can provide motivation, advice,
and influence to purchase vegetables. Others, peer friend, and the seller also may influence the consumers
by giving information about the products to make decision to purchase the product (4).
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5. Conclusion
Consumer’s attitude towards vegetables at traditional market in Yogyakarta showed a positive attitude.
Among all of the attributes that attached to the product, attribute of benefit is considered the most
important by consumers. A good attitude of consumers towards vegetables might be a predictor for future
positive behaviour to purchase and consume vegetables.
Future research is suggested to use larger object and to analyse the behaviour of consumers in order to
determine whether or not attitude has correlation to consumer’s behaviour.
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